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Abstract. The purpose of this study was to determine the appropriate marketing strategy to increase 
sales volume at MSME South Tangerang, to find out which Brand Community could improve 
purchasing decisions at MSME South Tangerang and to find out marketing strategies and Brand 
Community that could increase sales at MSME South Tangerang. The method used for this research 
is the mix methods method. The population in this study is the population of all MSMEs in the South 
Tangerang area, and the sample we use is the MSMEs who are members of a Tangsel community 
called Tangsel Berkibar which number more than 500 MSME members. Because the population is 
too large, namely more than 100 people and limited time and personnel, the number of samples 
taken by the researcher is 50 respondents in that population. Where according to Arikunto (2002: 
112) if the population is more than 100 then 5-10% or 20-30% of the population is taken. The 
statistical analysis used was the classical assumption test and multiple linear regression using the 
SPSS 26 program.The results obtained were that there was a partially significant influence between 
E-commerce Marketing on the Sales of South Tangerang MSMEs, there was a partially significant 
effect between Brand Community and the Sales of Tangerang MSMEs. South and there is a 
significant influence simultaneously between E-commerce Marketing and Brand Community on the 
Sales of South Tangerang MSMEs. 
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A. INTRODUCTION 
 
The development of MSMEs or Small and Medium Enterprises in Indonesia continues 
to develop due to continued economic growth. This development certainly requires SMEs to 
be more creative and innovative in formulating effective marketing strategies. An MSME will 
find it difficult to develop if the business actor does not know how to market a product 
effectively. Especially in the use of information and communication technology in the trade 
sector, it has developed very rapidly through a number of very significant changes in the 
form of digitalization, capital mobility and liberalization. Indonesia is also one of the 
countries with the largest number of MSME sectors, where the Ministry of Cooperatives and 
Small and Medium Enterprises (MSMEs) has recorded 59.2 million and around 8% of 
MSME players have used online platforms to market their products, and based on data 
from the Cooperative Office and UKM Provisinsi Banten in 2018, in South Tangerang City 
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there are 9,582 UMKM players. The rapid development of technology makes business 
people also have to be quick to adapt to these changes, one form of technology is social 
media. Indonesia is one of the countries with the largest level of social media users in the 
world. According to the latest We Are Social report, in 2020 there are 175.4 million Internet 
users in Indonesia. Compared to the previous year, an increase of 17% or 25 million 
Internet users in this country. The report also notes that 338.2 million Indonesians currently 
use cell phones. In addition, the data is no less interesting, there are 160 million active 
users of social networks (medsos). Compared to 2019, this year there was an increase of 
10 million people who are active in social media.so currently a lot of MSMEs have used 
social media in marketing. 
 
B. LITERATURE REVIEW 
  
 Marketing Strategy according to Sofjan Assauri (2013: 15), "Marketing Strategy is a 
series of goals and objectives, policies and rules that give direction to the company's 
marketing efforts from time to time, at each level and its references and allocations, 
especially as a response. companies in the face of an ever-changing competitive 
environment and conditions ”. Meanwhile, “According to Kotler and Armstrong (2008), the 
definition of the marketing strategy is a marketing logic where the business unit expects to 
create value and benefit of the consumer”. 
 Brand Community according to Kotler and Keller (2012: 275) also provides an 
understanding of the brand community as a special community of consumers and / or 
employees who are identified and have activities focused on one particular brand. 
Meanwhile, according to Muniz and O'Guin (2004: 413): "Brand communication is 
something special, a relationship that has no boundaries, based on a set of social 
relationship structures among brand lovers". 
 Understanding brand by (Kotler 1991; 442 in Keller, 1993) “can be interpreted as a 
brand name, term, sign, symbol or design or a combination of everything that has the 
objective to identify the goods and services of a single seller or group of sellers and 
differentiate them from the competition”.  
 Understanding Branding, branding plays an important role in service companies 
because a strong brand will increase consumer confidence in unseen purchases. Branding 
in service can help consumers by assuring them of a uniform level of service quality. 
Branding also helps service providers by elevating services above the commodity level to 
differentiate services relative to competing brands. “Bharadwaj et al. (1993) in (Krishnan, 
Hartline, 2001) also argue that branding is more important for services than for goods 
because of the complexity faced by consumers in purchasing services, and the unique 
characteristics of services”. 
  Understanding Brand Image, a positive consumer image of a brand allows 
consumers to make purchases. A good brand forms the basis for a positive corporate 
image. “According to Kotler (2005: 629) image or image is a set of beliefs, ideas and 
impressions that a person has on an object”. Image is also defined as a vision as a whole 
or an object and a series of mental images and feelings that result 
 Sales according to Amin Wijaya (2011: 92) "Sales are an income transaction of goods 
or services sent by customers in exchange for cash for an obligation to pay". Meanwhile, 
according to Moekijat (2011: 488), Sales is an activity that aims to find buyers, influence 
and provide directions so that buyers can adjust their needs with the production offered and 
enter into agreements regarding prices that are favorable for both parties. 
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C. RESEARCH METHODOLOGY  
 
The method used for this research is descriptive quantitative method. The population 
in this study is the population of all MSMEs in the South Tangerang area, and the sample 
we use is the MSMEs who are members of a Tangsel community called Tangsel Berkibar 
which number more than 500 MSME members. Because the population is too large, 
namely more than 100 people and limited time and personnel, the number of samples taken 
by the researcher is 50 respondents in that population. Where according to Arikunto (2002: 
112) if the population is more than 100 then 5-10% or 20-30% of the population is taken. 
The statistical analysis used was classical assumption test and multiple linear regression 
using SPSS 26. 
 
D. RESULT AND DISCUSSION 
 
1. Validity Test 
The validity test is intended to test the statment on each item of the question in the 
questionnaire is valid or not to process the validity test of researchers using SPSS 
Version 26. Here are the results of validation test for e-commerce marketing variables. 
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Based on the table data above, the e-commerce marketing variable (X1) obtained the 
value of r count> r table (0.279), thus all questionnaire items were declared valid. For this 
reason, the questionnaire used is feasible to be processed as research data. 
 
Based on the table data above, the Brand Community variable (X2) obtained the 
value of r count> r table (0.279), thus all questionnaire items were declared valid. For this 
reason, the questionnaire used is feasible to be processed as research data. 
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Based on the table data above, the Sales variable (Y) obtained the value of r count> r 
table (0.279), thus all questionnaire items were declared valid. For this reason, the 
questionnaire used is feasible to be processed as research data. 
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2. Reliability Test 
The results of the reliability test in this study were carried out using the SPSS 
software for Windows Version 26, which results as follows: 
 
 
Based on the test results in the table above shows that variables of E-commerce 
Marketing (X1), Brand Community (X2) and Sales (Y) are declared reliable, this is 
evidenced by each variable having a Chronbath Alpha value greater than 0.600. 
3. Classic Asumption Test 
The classical assumption test is used to determine the accuracy of the data, or the 
meaning of the relationship between the independent variables and the dependent variable 
so that the results of the analysis can be interpreted more accurately, efficiently, and avoid 
the weaknesses that occur because there are still symptoms of classic assumptions or 
feasible or not data. which is used continued as research data. The tests were performed 
using the SPSS Version 26 program. In this study comprises the classical assumption of 
normality test, multicollinearity, autocorrelation, and heteroscedasticity test. 
 
a. Normality Test 
The normality test in this study used the Kolmogorov-Smirnov Test with the terms of 
the significance α> 0.050. The test results with the Kolmogorov-Smirnov normality are as 
follows: 
 
Based on the above table test results, a significance value of α = 0.200 is obtained 
where the value is greater than the value of α = 0.050 or (0.200> 0.050). Thus, the 
assumption of the distribution of the equation in this test is normal. 
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The normality test is also carried out using a probability plot graph where the residual 
variables can be detected by looking at the distribution of residual points following the 
direction of the diagonal line, and this is in accordance with the results of the distribution 
diagram processed with SPSS Version 26 as shown below: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
b. Multicollinearity Test 
 
Based on the results of the multicollinearity test in the table above, the tolerance 
value for each independent variable is obtained, namely e-commerce marketing of 0.656 
and Brand Community of 0.656, where both values are less than 1, and the value of the 
Variance Inflation Factor (VIF) for the E-commerce Marketing variable. of 1.525 and the 
Brand Community of 1.525 where the value is less than 10. Thus the regression model did 
not have multicollinearity. 
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c. Autocorrelation Test 
 
Based on results of the table above, this regression model does not have 
autocorrelation, this is evidenced by the Durbin-Watson value of 1.657 which is between 
the interval 1,550 - 2,460. 
 
d. Heteroscedaticity Test 
 
 
 
Based on the test results in the table above, the Glejser test model on the E-
commerce Marketing variable (X1) obtained a significance probability value (Sig.) Of 0.139 
and Brand Community (X2) obtained a significance probability value (Sig.) Of 0.566 where 
both are significance values. (Sig.)> 0.05. Thus the regression model on this data does not 
have heterosxasticity disorders, so this regression model is suitable for use as research 
data. 
 
 
                                  
 
                                                     ISSN N0. (PRINT) 2598-0823, (ONLINE) 2598-2893 
 
Jurnal Pemasaran Kompetitif,  Vol. 4, No. 1  Oktober 2020                                              110 
 
 
 
 
 
4. Simple Regression Analysis 
Results of regression test study aims to determine how much influence the variables 
X1 and X2 to variable Y. In this study, e-commerce marketing (X1) and Brand community 
(X2) on sales (Y) either partially or simultaneously. 
 
 
Correlation coefficient analysis is intended to determine the level of strength of the 
relationship between the independent variable and the dependent variable. The results of 
data processing are as follows: 
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Determination coefficient analysis intended to determine the percentage strength of 
the relationship between the independent variable and the dependent variable either 
partially or simultaneously), in this study the variable E-commerce Marketing (X1) and 
Brand Community (X2) on penjulan (Y). The following is the calculated coefficient of 
determination that is processed using SPSS Version 26, as follows: 
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Hypothesis testing of variables E-commerce Marketing (X1) and Brand Community 
(X2) on Sales (Y) was carried out by using the t test (partial test). In this study, the 5% 
(0.05) significance criteria were used by comparing t count with t table, namely as follows: 
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To test the effect of variables of e-commerce Marketing and Brand Community 
simultaneously on Sales at South Tangerang MSMEs, the F statistical test (simultaneous 
test) was carried out with 5% significant In this study, file 5% (0.05) significance criteria 
were used, namely comparing the calculated F value with the F table with the following 
conditions: 
 
 
E. CONCLUSION 
 
Based on the descriptions in the previous chapters, and from the results of the 
analysis and discussion of the effect of e-commerce marketing and brand community sales, 
as follows: e-commerce marketing has a significant effect on sales with the regression 
equation Y = 15.795 + 0.606X1, the correlation coefficient value is 0.651 means that the 
two variables have a strong level of relationship with a determination coefficient of 42.4%. 
Hypothesis test obtained t count > t table or (5,943> 2,011). Thus Hᵒ is rejected and H₁ is 
accepted, it means that there is a significant influence between e-commerce marketing on 
the sales of South Tangerang MSMEs. Brand Community has a significant effect on sales 
with the regression equation Y = 16.191 + 0.596X2, the correlation coefficient value is 
0.629, meaning that both have a strong relationship level with a determination coefficient of 
39.6%. Hypothesis test obtained t count> t table or (5.606> 2.011). Thus, Hᵒ is rejected and 
H₂ is accepted, meaning that there is a significant influence between Brand Community and 
MSME Sales in South Tangerang. E-commerce marketing and Brand Community have a 
significant effect on sales with the regression equation Y = 10.058 + 0.400X1 + 0.357X2. 
The correlation coefficient values obtained for 0.719, meaning that the dependent and 
independent variables have a strong influence level of relationship with a coefficient of 
determination or simultaneous effect of 51.7% while the remaining 48.3% is influenced by 
other factors. Hypothesis testing obtained the value of F count> F table or (25,154> 2,800). 
Thus Hᵒ is rejected and Hᶟ is accepted. Simultaneous significant influence between e-
commerce marketing and Brand Community on the Sales of MSMEs in South Tangerang. 
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